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FOREWORD 


This study of mass merchandising florist crops in four western cities is 
part of a larger national Study of 11 Standard Metropolitan Statistical Areas. 
Cornell University, the University of Florida, Purdue University, and the 
University of Tennessee cooperated with the Economic Research Service in the 
national study, each Surveying selected cities. A final report incorporating 
data from all of the cities will be published later. The research was 
financed by the Economic Research Service with appropriated funds. 


Flower growers, wholesale and retail florists, and mass merchandisers 
cooperated in this study by Supplying data and other information concerning 
their sales volumes of Ornamental products and their practices and problems in 
marketing these items. Researchers from each of the university experiment 
Stations helped plan the Study and analyze the results. 
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HIGHLIGHTS 


Mass market outlets are a relatively new and growing outlet for florist 
crops. The growth in sales of these crops appears to be complementary to, 
rather than directly competitive with, the traditional retail florist shop 
sales, based on a study of four medium-sized western U.S. cities surveyed by 
the Economic Research Service. 


During the summer of 1974, questionnaires were mailed to all known flower 
growers, wholesale and retail florists, and all possible mass merchandisers in 
each selected Standard Metropolitan Statistical Area (SMSA) to determine their 
practices and trends in marketing florist crops. Nonrespondents were 
contacted by telephone. Personal interviews were conducted with all mass 
merchandisers--food and general merchandise, variety, department, and hardware 
stores--who sold at least $1,000 worth of florist crops. 


During 1971/72 to 1973/74, sales of florist crops by mass merchandisers 
rose from $2.5 to $8.5 million in the four SMSA's. Sales of retail florists 
rose from $5.3 to $6.5 million. Total florist crop sales of all firms 
cooperating in the study rose from $8.1 to $15.4 million. The share of the 
mass merchandisers increased to 55 percent, up from 31 percent 2 years 
earlier. 


In the early days of mass merchandising florist crops, many of the flower 
and plant departments were operated under franchised or leased arrangements 
with local retail or wholesale florists. But by 1973/74, mass merchandisers 
had increased the proportion they directly controlled to 70 percent in the 
four cities, up from 30 percent in 1971/72. 


The rapid increase in sales in mass market outlets resulted almost 
entirely from sales of foliage plants. Sales of flowering potted plants 
declined slightly in both mass market and florist outlets. Sales of cut 
flowers in florist shops remained steady. Few mass markets handled cut 
flowers. 


Retail florists were surveyed to determine their opinions on the nature of 
mass market effects on their businesses. Most florists welcomed mass markets 
to the florist industry. They believed that mass marketers would expand the 
total market for florist crops and that consumers would continue to come to 
the traditional florist for their high quality, gift, and special occasion 
needs. 


Supplies of florist crops for mass merchandisers came mainly from 
California. Heavy potted flowering plants and bulky, tender, bedding plants 
were supplied by growers within 50 miles of each SMSA more often than were cut 
flowers and foliage plants. 


Sales patterns by days of the week and by holidays varied among the four 
cities. Generally, most of the nonholiday sales of florist crops by mass 
merchandisers were made on Friday and Saturday. Holidays had the greatest 
influence on sales of flowering potted plants and cut flowers. Sales of 
foliage plants were not affected by holidays, and sales of bedding plants 
occurred almost exclusively in spring and early in the summer. 


vi 


Prices for florist crops sold by mass merchandisers were generally 
established by applying a fixed percentage markup to the delivered cost of 
each item. Individual firms used a wide range of percentage markups, but the 
average for all firms in all cities was about 40 percent. This compares with 
the markup of 200 to 300 percent generally used by retail florists. 


Individual store managers had little leeway in establishing the initial 


prices for the florist crops. But they could mark down individual items to 
stimulate sales. 


Losses of florist crops in mass merchandising outlets were surprisingly 
low. Most firms reported losses of less than 5 percent, except in Portland 
where most firms reported losses of from 5 to less than 10 percent. Very few 
firms reported losses of 10 percent or more. 


Most mass merchandisers believed that flower and plant departments 
attracted customers to their stores. Flowers and plants also provided an 
attractive return on their investments. 


Disadvantages of handling florist crops included the need for trained 
personnel to supervise the sale of these items and the lack of trained 
personnel for the jobs. Mass merchandisers need more information and sales 
aids from the florist industry. A primary request was for more plant labels 
giving the name of the plant and simple care instructions. Mass merchandisers 
were generally bullish about selling florist crops and related items through 
mass market outlets. 
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RETAILING FLORIST CROPS THROUGH MAS MECHANDISING OUTLETS 


IN FOUR WESTERN METROPOLITAN AREAS 


by 


Edmund Estes, Stephen Raleigh, 
and Jules V. Powell 


INTRODUCTION 


The commercial floriculture industry, often called the sleeping giant of 
American agriculture, blossomed late in the sixties and early in the 
seventies. Today, the $3.5-billion industry maintains a respected place among 
the various segments of the U.S. agriculture. 


The industry has grown at a phenomenal rate during the past 15 years, and 
this rapid growth has been accompanied by major economic, physiological, 
technological, and sociological changes. These changes include shifts in 
production areas to California, Florida, and other warmer climates; the growth 
of imports, exports, and international trade; technological advances that have 
changed greenhouse management from mom-and-pop manual operations to 
large-scale, highly automated, highly scientific ventures; improvements in 
transportation technologies that permit the movement of plants and plant 
materials over the long distances in short periods of time; and many other 
changes in marketing technologies and practices. 


One of the newest events in the commercial floriculture industry late in 
the sixties and early in the seventies was the sudden appearance of flowers 
and plants in mass market outlets on a year-round basis. For many years most 
Supermarkets and variety stores sold a few potted plants at the major floral 
holidays, particularly Mother's Day and Easter, but the appearance of potted 
plants in these outlets on a daily basis was something new. And when the more 
progressive outlets began offering fresh flowers, plus more exotic items in 
addition to the durable foliage plants and potted chrysanthemums, the 
traditional florist industry became vitally interested. 


To assess in at least a limited way what impacts these new floral outlets 
might have on the structure of the traditional florist industry, the Economic 


Research Service (ERS) assumed the leadership for a study of the priorities 
and problems of marketing floricultural products through mass market outlets. 
The study was conducted in 11 Standard Metropolitan Statistical Areas (SMSA's) 
in cooperation with 4 land grant institutions. a This report presents 
results of the surveys in four western U.S. cities analyzed by ERS. 2/ A 
summary report for the 11 cities will be released later. 


Objectives 


Specific objectives of the studies were to-- 


--Estimate the characteristics of the mass merchandising market on both a 
national and regional basis. 


--Determine the types and sizes of firms mainly engaged in mass marketing 
floricultural products. 


--Determine the current practices and problems of mass merchandisers, 
possibly as a basis for additional research on marketing florist crops. 


Procedure 


Oklahoma City, Phoenix, Portland, and Sacramento were studied by ERS. 
These cities were selected because they are comparable in size and displayed 
comparable growth rates. In addition, the total number of possible floral 
merchandisers to be interviewed in each city was within the physical and 
financial resources allocated to the project. The SMSA's were not selected to 
be representative of the census region within which the cities are located. 


The study was conducted in two phases. First, all flower growers, 
traditional retail and wholesale florists, and possible mass merchandisers of 
flowers were contacted by mail. Possible mass merchandisers were considered 
as Operating any food, drug, variety, department, discount, or hardware store. 
Lists of these stores were compiled from various industry and telephone 


1/ A Standard Metropolitan Statistical Area (SMSA) is a county or group of 
contiguous counties (except in New England) which contains at least one 
central city of 50,000 inhabitants or more, or twin cities with a combined 
population of at least 50,000. In New England, towns and cities rather than 
counties are the units used in defining an SMSA. 

2/ Other reports that have been released are "Retailing Florist Crops 
Through Mass Merchandising Outlets: Rochester, N.Y., and Hartford, 
Connecticut" Cornell Univ. AERES 75-8, June 1975; “Retailing Floral and 
Foliage Crops Through Mass Merchandising Outlets in Selected Metropolitan 
Areas: Birmingham, Ala., Memphis, Tenn., and Tampa--St. Petersburg, Fla.," 
FAAES Econ. Rpt. 80, Aug. 1976. 








directories. Questionnaires were mailed to all firms on the lists, and 
appropriate telephone contacts were made with nonrespondents to insure the 
most complete coverage possible. 


Personal interviews were conducted in each SMSA with the nonflorist outlet 
operators who sold flowers and plants valued at $1,000 or more during 1973/74 
and who wished to cooperate in the study. To obtain recent trends in each 
segment of the industry, the mail survey obtained data for the 1971/72 and the 
1973/74 marketing years. The personal interviews with mass merchandisers 
obtained data for only 1973/74. 


RESULTS 


According to the Census of Business, the number of retail florists in the 
four cities increased from 297 in 1967 to 381 in 1972, and their sales 
increased from nearly $16 million to more than $28 million (table 1). Thus, 
sales increased approximately 15 percent per year during the 5-year period. 


Firms cooperating in this survey reported that their total retail sales 
for all florist crops in the four cities, by all types of outlets, were $8.2 
million for the 1971/72 crop year and $15.2 million for 1973/74, an increase 
of 88 percent (table 2). The total number of firms selling florist crops 
increased 31 percent--114 to 150 firms. The number of outlets increased 
almost 50 percent--430 to 642 firms. The increase in firms and the greater 
increase in outlets was mainly the result of an influx of mass merchants into 
the florist industry. Mass merchants reporting florist sales increased from 
33 to 67 firms during the 2-year period, and the number of retail florists 
firms increased from 66 to 68. Grower and wholesaler retail outlets remained 
constant at 15 firms during the time period. 


Table 1--Retail florists: Number of firms, sales volume, and percentage 
change. from 1967 to 1972 


SMSA 1/ : irms : ales ; ange 
*3 ‘ L967 Ce: 1972 S¢ 29. 67n8: 1972eseRrirms ¢. Sales 

Number $1,000 Percent 
Oklahoma City ...: 67 95 3,049 69777 42 y22 
PHOENIX OT Ps. bP 64 95 4,238 8,286 48 96 
POS GLAM tb ce « «scorer: 103 115 5,544 S557 iZ 54 
Sacramento’ ......: 63 76 3 S044 527745594 21 51 


TOCA Sevsseee ss 297 381 Eh Nee) 28,174 28 78 


1/ SMSA is defined in the text. 
2/ Estimated. 


Source: Census of Business, Retail Trade, 1972 
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Total Sales 


Sales By Type of Outlet 


Although both mass merchants and retail florists experienced gains in 
dollar sales for the 2-year period, greater revenue increases were registered 
by the mass marketers. These revenue increases affected the market shares of 
the mass merchants and retail florists. The traditional florists' share of 
the total market dropped from two-thirds to nearly two-fifths during the 2- 
year period. The largest mass merchant increases were posted by large grocery 
stores. Their market share expanded from 10 to 23 percent during the 2 years, 


Gains also were posted by small grocery food stores and general merchandise 
retailers, 


The limited steady growth in revenue by traditional florists and the 
dynamic growth in sales by the mass merchants indicates that floriculture 
markets are rapidly expanding. And mass merchants are capturing a larger 
segment of this new market than traditional florists. The additional exposure 
in mass merchant outlets and the increase in the number of firms and outlets 
offering a wide variety of horticultural crops indicate a high level of demand 
for these products. 


Even though an overall growth in sales was evident, different growth 
patterns were observed in the four cities (app. tables 1-4). In particular, 
the Phoenix and Sacramento markets recorded above average sales growth. 
Larger grocery outlets and general merchandise stores quadrupled their sales 
in 1973/74 from their 1971/72 levels. In Oklahoma City and Portland, sales 
growth was less dramatic but still substantial. 


Mass merchant sales were greatest in Portland, and retail florist sales 
were greatest in Sacramento. Revenue growth in all cities was influenced by 
the large increase in the number of establishments offering horticultural 
crops for sale. The largest concentration of retail florists was in Portland, 
with 20 firms having 26 outlets... Sacramento reported the highest number of 
mass marketers with 20 firms and 152 retail outlets associated with them. 


Concurrently, the traditional florist experienced the most rapid erosion 
of their market share in Sacramento where it dropped from nearly 70 percent to 
35 percent. Although this decline was substantial, a 16-percent gain in 
absolute dollar sales was realized by the florists in Sacramento. This trend 
is reflected in all of the cities studied--an increasing dollar gain in retail 
florist sales was accompanied by a decline in market share. Specifically, the 
four-city revenue gain averaged 22 percent, and the average market share loss 
of traditional florists was 23 percent. 


In addition to retail sales by traditional florists and mass merchants, 
grower and wholesalers retail outlets accounted for a small part of total 
sales (2 to 4 percent). Retail sales by growers and wholesalers for the four 
cities appear to be decreasing. Fifteen firms with 18 outlets accounted for 
$306,718 in sales in 1971/72, but this amount increased only marginally to 
$320,891 in 1973/74. As a result of this slight increase at a time when other 
retailers were expanding rapidly, their market share dropped from 4 to 2 
percent during the 2 years. 


General merchandise stores averaged 67 and 59 percent of the mass merchant 
sales of florist products for 1971/72 and 1973/74, respectively (table 3). 
Table 3 summarizes the types of general merchandise stores and their shares of 
the market. Discount-department stores had nearly half of the florist sales 
of general merchandisers in 1971/72 and a third in 1973/74. Sales of all 
classes of mass merchandisers increased appreciably during the 2 years, but 
the percentage increases for department, variety, and hardware store sales 
reflect small sales in 1971/72 rather than absolute dollar gains. All types 
of general merchandise stores had larger increases in volume. 


Table 3--Distribution of florist crop sales by general merchandise firms, by 
type of outlet 





Type of : 1971/72 ; 1973/74 
outlet : : 
: 1,000 Percent a Percent 
: dollars a dollars 2 ini 
Department StOre ..eeeeeeeeee’ 28 2 742 15 
Discount-department store ...: 779 46 1,854 37 
Variety StOTE wrecccccccoscee’s 10 1 102 2 
Hardware 5 «2.6 «s-sxetaselchalete sls 4 wie = 28 2 580 r2 
Other ....ccvccccsccsscccccces 834 _49 1,713 _34 
TOCA] cock vcltthiMe.-plcsislcihis « as0m lore 100 4,991 100 


e 


ee eS 


1/ Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 


In the four cities studied in 1971/72, 70 percent of the mass merchant 
sales were handled by firms that were part of the traditional retail or 
wholesale florist industry (table 4). That is, a retail or wholesale florist 
leased space or supplied the mass outlet with the floral crop. This picture 
changed dramatically during the 2 years. The traditional firms had large 
increases in sales, but the increases shown by the nonflorist firms were much 
larger. In 1973/74, nonflorist firms controlled 70 percent of the sales of 
florist crops in the mass market outlets. 


Table 4--Distribution of florist crop sales through mass merchandise outlets, 
by type of ownership 1/ 


Type of owner- : 3 
ship or control : Bae : HT 
: Percent 
Retail and wholesale ........: 
L1LOTISTS “ovig caees o aa ae Bee 70 30 
Nonflorists >. iw geae fous te wise 30 70 


1/ Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 
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Sales by Type of Crop 


Between 1971/72 and 1973/74, total florist crop sales in all types of 
outlets in the four cities nearly doubled, and in every category sales 
increased nearly 50 percent or more (table 5). But there were some internal 
shifts in patterns of sales. For traditional florists, the proportion of 
potted plants sold declined from 22 to 20 percent. And the proportion of 
foliage plants rose from 26 to 28 percent. The proportions for other plants 
remained the same. 


During 
importance 
percentage 
for nearly 
plants and 


the 2 years, mass merchandising firms indicated a shift in 

in sales of crop types. Potted flowering plants decreased as a 

of the total, and the sale of foliage plants increased to account 
two-fifths of their business. Mass merchants reported that foliage 
cut flowers ranked third in importance (15 percent). Most mass 


Table 5--Retail sales of florist crops, by type of outlet and crop 1/ 


Type lof Wu tlicé 1971/72 1973/74 
and crop : Retail : Retail 
: sales ; sales 
3 Dollars Percent Dollars Percent 
Retail florist: : 
OC GEL OWS LGiecs bcs civ bs scale 2 g 7 OU, 144 48 3,304,059 48 
POCcCea * Piaents.. « .6i.s068> «ease 14256)150 72 1,424,617 20 
Foliage’ plantse.e45i:% «351%6.4.% 14915 359 26 1,900,002 28 
Beaune plats... base 2.5 
CE TD Tae vicals > ow s.e'« v s0' * 146,518 3 172,996 3 
Dare Ee Ta ec ale ais soe so 5« as 48,807 nea 67,747 ea 
TOUCH ga lna- was hses Gs. Sse8Sj675 5678 100 6,869 ,421 100 
Mass outlets: ~ 
at LIOWETS woe cine sO. Gl... tes 3585 97f 14 1,241,724 fe 
Potted plants «shards. oes. 2 LZ0043682 40 3,030,565 36 
POliage plamtes sai swe. ov. 72: 767,482 30 py ele le! 38 
Bedding plants : 
PUNE Boca clas soe sa 0s en 3.5 242,446 10 559,307 6 
WEEELADIG 2. Falais dietedeleuh dels os 157,867 <m) 477,884 ee! 
TOCAL bearetaiel tepid Unicel ie) 2 {pee 448 100 8,521,389 100 
Fotal: : 
Pte rT tOWeTe oo = lth Vee dathia cs? OyUoe Jet5 a7 4,545,783 30 
POLCed Plants . haha «nn bcs L260 [932 28 4,455,182 29 
POTRMPE TL EULS ce cece scence cs 23 290,090 28 5 ae, 317 33 
Bedding plants : 
PLONETLOS Ge «nis k 5488 bss «i 388,914 4 Tae sous 5 
Vegetable ....scccessceeees 206,675 fei 545,631 3 
TOtCAL geememt esse eSanit-& 861974526 100 15,390,810 100 


a 


Pry. Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 
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merchants lacked facilities to care for cut flowers and gave this as a major 
reason for the minor emphasis on selling them. Lack of knowledge on how to 
handle cut flowers may also have been another factor. 


Foliage plant sales increased by almost $2.5 million during this period in 
mass markets, and these sales shifted from 30 to 38 percent of the market 
share. Cut flowers increased by less than a million dollars and from 14 to 15 
percent of the total value of florist crop sold. Potted plant and bedding 
plant sales each declined in share of the market, even though sales increased 
by about 200 percent. 


The main product of the traditional florists continued to be cut flowers. 
Nearly 50 percent of the florists' sales were derived from cut flowers. 
Foliage plants, although important, were clearly secondary. The share of the 
market by type of product for retail florists shifted only slightly, as 
foliage plants captured 2 percent more of the market and potted flowering 
plants lost 2 percent. 


Although the mass merchants and traditional florists relied on different 
crops for most of their business sales, the pattern of growth for particular 
crops exhibited by the two types of outlets was similar for the composite 
four-city market. The market share of foliage plants increased from 26 to 28 
percent for traditional florists, and mass merchants experienced a market 
share gain from 30 to 38 percent. Similarly, both types of outlets showed 
market share declines in potted flowering plants and bedding plants during the 
2-years. Gross revenue for both traditional florists and mass merchandisers 
increased substantially, as indicated previously. For example, potted plant 
sales in mass outlets increased more than $2 million in gross revenue, despite 
a 4-percent market share decline. Similarly, the retail florist increased 
sales of potted plants but realized a 2-percent market share decline. 


Phoenix and Sacramento experienced the largest increases in foliage sales, 
both absolutely and relatively (app. tables 6 and 8). The mass merchandisers 
sold a smaller proportion of cut flowers in these two cities. In Oklahoma 
City, 64 percent of total reported sales of mass merchants were foliage 
plants. The retail florists' sales pattern in Oklahoma City was similar to 
the composite distribution of crops shown in appendix 5. 


The mass marketers' sales growth in the Portland market followed the 
general pattern shown in appendix 7, with one exception--Portland experienced 
a rapid growth in cut flower sales. In gross revenue terms, cut flower sales 
exceeded those of foliage plant sales by $34,000. A partial explanation of 
this may be the increased role of leased operations controlled by the 
traditional florists in Portland as compared to the other three markets. 


These data indicate that sales of all crops in all cities are expanding 
rapidly. The sales increases of traditional florists are a continuation of 
traditional selling patterns with only marginal market share increases in 
foliage sales. The mass merchants are expanding sales at a rate 2.2 times 
greater than the florists; their 1973/74 total reported revenue was four times 
the 1971/72 level. 


Retail Florists' Opinions of the Impacts 
‘Of Mass Market Sales 


The traditional retail outlet for florist crops has been the highly 
service-oriented retail florist shop, which specializes in serving the special 


_ occasion floral needs of consumers. That is, the prices set by retail 


florists reflect art, labor, and other services in addition to the quantity of 
flowers offered. 


The mail questionnaire to retail florists attempted to determine their 
opinions of the possible threat of mass merchandisers to traditional retail 
florist sales. Their responses are outlined in the following paragraphs. 


More than three-fourths of the retail florists believed that sales growth 
by mass outlets would either have no effect or would in fact increase their 
own sales volume. Indeed, as indicated in table 6, absolute volume figures 
for a reported sales for florists increased 22 percent from 1971/72 to 
197 3id4. 


Thirty percent of the respondents believed potted plants sales would be 
most affected downward by the competitive pressures exerted by the mass 
merchants (table 6). This opinion is verified by the 2-percent market share 
loss experienced by the florists (table 5). But, the potted flowering plant 
business of mass merchants did not correspondingly rise 2 percent. In fact, 
the mass merchants experienced a market share decline--4 percent--greater than 
the loss reported by the retail florists. Traditional florists believed 
bedding plants, both vegetable and flowering, would be the crop least 
affected, given the fact that few florists handle bedding plants. 


Foliage plant sales were believed to be on the upswing, and the increased 
demand level would benefit the traditional florist as well as the mass 
merchant. Of the florists who responded, 39 percent thought their sales would 
increase as a direct result of the mass merchants offering foliage plants for 
sale. 


Fifty percent of the florists also believed that mass marketing would have 
no effect on their cut flower sales. This belief is based on two assumptions, 
first, few mass merchants offer cut flowers. And second, the cut flower 
market has two distinct segments. The mass merchant appeals to the impulse 
buyer who is willing to purchase an inexpensive gift or own-use item. The 
traditional florist caters to the special occasion buyer who is less sensitive 
to price and who needs the art and services of the traditional florist shop. 


Two other questions designed to test the actual and perceived impact of 
mass merchandising on retail florist business are summarized in table 7. 
Retail florists were asked what affect the sales by mass outlets in the SMSA 
had on total sales during the preceding 3 years and what affect did they think 
sales would have in the following 3 years. Of those responding to both 
questions, 54 percent believed that there had been no effect from mass 
merchandising during the past 3 years. And 25 percent believed that 
competition had decreased their sales. Contrasting those figures with figures 
perceived for 3 years in the future, 43 percent believed they would not be 
affected, and 37 percent believed that sales would decrease because of the 


9 


Table 6--Retail florists' opinions of the effect of mass marketing, by city 
and crop, 1973/74 








: Nature of reported impact on sales 
City and 
crop * _- Increase “No effect ° Decrease 
: Percent 
Oklahoma City: 
Cuttilovers@re ss cr crc ss oer 20 60 20 
POERLCGA Weials ctstecsicterctatetsletsterers 20 60 20 
FOLLASE™ aig cic 6 ol cle crete ss ete ate 60 40 0 
Bedding a. 6 occ co sate sister cle sis 33 33 34 
Phoenix: : 
Caterlowers? .. cma. 56 ee 43 43 14 
POCCEA Ts cic wale ce cee el cralcieve 30 jo 34 
FOELASS eiescte.e ole wisivatety wisie + 2 20 60 20 
Bedding as e.cie cic pie ateatetr ee ole 10 100 0 
Portland: : 
GUEDLLOWGLSa ries sso cteiete tielsts 14 72 14 
POCCCd’ ssc sete eee c's sie se eas 14 72 14 
BO LLAGC s.ccteetclete ecieretete caster ets 29 yj 14 
BEAGIUG «5 ete a eveteieie te + orele airs 0 100 0 
Sacramento: : 
Cures flowered Bo... cts cteterer eters 40 20 40 
POCEGA tare cite sie ce .cie rate oienemire 50 0 50 
FOLPAGE] curetes ote ee te ete crettte e's 50 0 50 
BGGGIN Gasca ersisiers «0 aleiam sie < 0 0 0 
All Cities: 2 
Cut= flowers 2.02 os ss sesrete ets 29 50 MN 
POECCEG . pic ote esis dletevete ele e crete 29 42 29 
POLL AGG. «cles ceil « ccete let of ote 39 39 an 
BECdiI NS ere cere ote ers eicte ce otereiets 7a 56 Ze 


resulting competition from mass merchants. In addition, 21 percent believed 
that in 3 years the net effect of mass merchandising had resulted in increased 
sales levels for their operations. Also, about 20 percent of the respondents 
believed that the impact of increased mass merchandising was complementary to 
their business rather than competitive. 


In conclusion, most florists welcome mass marketers to the florist 
industry. Informal questioning of some retail florists elicited several 
possible explanations for this ready acceptance of competition. First, 
florists believed that they would benefit because of a "spillover" effect; 
that is, the additional exposure of florist crops by more outlets would 
increase overall consumption levels. As overall sales increase, the florist 
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Table 7--Retail florists’ opinions of the effect of mass market outlets on 
florist crop sales, by city, 1973/74 


: ature of reported impact on sales 
City : : 





' Increase * No effect *° Decrease 
: Percent 
Oklahoma City: : 
PeSEMOeVCALG Mere slcice sae ss ie 83 0 
NExtgo0y ears +... Nae NS 17 83 0 
Phoenix: : 
HSGE «<3 YEAS Ce Vs Wadaarat 0 57 43 
NECA GYVOaATS Weil's Sates. a8 0 43 57 
Portland: : 
BAS Cie EVESES. oc a elt Vale oc 4? 28 Via 0 
Mee Ce RY CALS) iicrsn 4 s0 4%, 5 0. aged 45 33 
Sacramento: H 
Lest, JIVGaALS: 505 hee tees 0 ot 38 12 50 
NEXT SWPAIGU. co oirbaAgees ct 38 12 50 
Total: : 
BASES EVCOLS ses a%e o 0. 10/0-8°5 21 54 23 
NGC Sey CALE. « «ave le\s s «60 es 20 43 37 


would eventually receive his share of this new market. Second, the florists 
believed that they had a superior product, which had been given better care, 
than the mass merchants. Consumers would recognize the superiority of the 
product offered by the florists and would turn to the traditional florist 
after a "flirtation" with the low-price, low-quality mass market products. 
Third, some florists believed that most of the mass marketer's sales were not 
made at their expense but rather represented a previously untapped market 
segment. Growth in the florist industry was sufficient to accommodate this 
additional competition without serious repercussions for the traditional 
florist. 


Local Suppliers' Opinions of the Impacts of Mass Market Sales 


The mail questionnaires also attempted to determine the impacts of the new 
mass merchandising outlets on the local suppliers (growers and 
grower/wholesalers). / Had the mass market outlets increased the demand for 
locally grown products, or had the demand changed for different types of 
crops? 


3/ A local grower or grower-wholesaler is one whose production facilities 
are located within the SMSA. 
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Table 8--Sales of florist crops by type of local supplier and 


Year, city, and type 
of supplier 


1971/72: 
Oklahoma City: 
Grower and grower whole- 
SA LOT sic. drc.eiene- sraye queue were 
WhO LESa LGTY —.-e\<tolatate ie seen 
LOE Al Be oid aie ahele a 4b ate te Nie ote 
Phoenix: 
Grower and grower whole- 
BELOLS . oicscs cus cudlcageetaeks ie areas 
Wholesaler, sis. sisuss «4.0 47s 
EO Ga Line oiersis «hi ciater< sie wus wie 
Portland: mie 
Grower and grower whole- 
SA LCT is aiaie, cv a.0 Pasnew are sale 
Who Lesaler 2.7. /ccabiarcuane psc enere 
LO CAT’, acovel sles sienievevsus erates 
Sacramento: 
Grower and grower whole- 
SPLOT c's scree sf oapare slactiele ule 


eooeceveeee ee eee 


Oa Le sucuecehoue iene: esis) erere eres. 


1973/74: 
Oklahoma City: 
Grower and grower whole- 
Sau: veer ietet aisles sctsy ay aLace 
Who Lega Le ret ire. ccte.s cre a6 siic.0;6 
RED) Cel Lea: attelonederevarerstesiereieus.s 
Phoenix: 
Grower and grower whole- 
SOUOT Pez cle cei es iapiuiersuetersrel s 
Wholesalergecnc cs ctscc este ees 
Weyer te Pee ne nyo aa SA GR OC E 
Portland: : 
Grower and grower whole- 
SLC Tae cal tnuabe. del ons,otencvebacee.¢ 
WROLESS ALOT. iisse: hone rerorekor titers 
ALO Weld ere os & Stop eds sieviers etobeue cts 
Sacramento: 
Grower and grower whole- 
Sail Te oe eevee nce ctatasero.« siete 


FEO orc’ ouskese, ocaueatva els cekenele sous 


and by city 


Cut 


flowers | 


33,800 


> 1,374,814 
: 1,408,614 


29,160 
706,000 
735,160 


70,554 
633,531 
704 ,085 


0 
450,000 
450,000 


; 45,500 
: 1,470,119 
aed oy et 6) 


40,000 
849,500 


889,500 


80,097 
683,357 
763,454 


0 
459,750 
459,750 


Potted 
plants 


; Foliage, F 
* plants [Flower {Vegetable 


Dollars 


254,212 
409,642 
663,854 


24.050 
388,000 
412,050 


1,161,144 


141,531 


1,302,675 


7,500 
7,500 


284,507 
390,074 
675,181 


dilaho 
482,500 
490,279 


155425915 


158,357 


LoAO Lee s2 


0 
8,500 
8,500 


32,950 
259,152 
292,102 


9,535 
48,000 
575535 


446,246 
105,531 
364,552 


7,500 
7,500 


905552 
171,440 
2615992 


11,724 
60,000 
71,724 


653,076 
228,357 
881,433 


12,750 
12,750 


Bedding plants 


53,120 
0 
53,120 


4,690 
4,000 
8,690 


271,021 
93,531 
364,552 


703575 
0 
70,575 


4,434 
5,000 
9,434 


299/51. 
123 59)7 
423,108 


(eey(=) 


£55920 
0 
153,920 


5,565 
4,000 
9,565 


73,473 
93,531 
167,004 


ooo 


5,000 
13,034 


92,225 
123.5390 
215,581 


0 
0 
0 


° 
ee 
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Sales of florist crops by local suppliers are shown in table 8. 
Comparisons of supplier sales with those of the local mass merchandisers 
(table 8) suggest that cut flowers and potted flowering plants sold by retail 
florists and mass merchandisers were probably supplied by local growers; also, 
foliage plants were generally sent from suppliers located outside the SMSA. 
And, bedding plants were supplied by local firms in 1971/72, but outside 
suppliers became more important in 1973/74. Technologies for the mass 
production and transportation of bedding plants have been vastly improved in 
recent years. 


During 1971-74, wholesale florists sold almost exclusively to retail 
florists (table 9). Grower-wholesalers sold approximately a fifth of their 
sales to mass merchandisers and about a third to other wholesalers and 
retailers. Grower-wholesalers also sold about 10 percent through their own 
retail outlets. Wholesalers seem to have been reluctant to enter into the 
mass merchandising market. 


Table 9--Wholesaler and grower/wholesaler sales of florist crops, by type of 


outlet 1/ 
Type of : Grower/wholesaler sales : Wholesaler sales 
outlet : 1971/72 : 1973/74 : 1971/72 : 1973/74 
: Percent 
Retail: : 
Own jal © af vl alc! ele! e sche ees PZ 10 0 0 
RST Fis oF cre! ah statetshe’ e's 35 34 91 89 
MIOLSSALET ooh hereie's'e/ehe'3 oh 33 1 2 


Mass merchandise ...: 22 pH 7 9 


1/ Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 


Mass Merchant Sales and Practices 


Holiday Sales by Mass Outlets 


Most mass market respondents reported handling cut flowers and potted 
plants during principal holiday periods. The highest percentage of holiday 
sales was recorded in the Phoenix and Portland markets. Oklahoma City was the 
least sensitive to holiday sales fluctuations. Sales were greatest at 
Christmas, Easter, and Mother's Day. Cut flowers and potted flowering plants 
were the most important holiday crops. Holidays had little influence on 
foliage plant sales. Bedding plant sales were sold only in the spring and 
summer. 


In the cut flower market, Phoenix demonstrated the strongest holiday 
orientation with 62 percent of total sales concentrated in the five holiday 
periods. This pattern can be contrasted with the Oklahoma City market in 
which 90 percent of all cut flower sales occurred during nonholiday periods. 
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The flowering potted plant sales were more holiday-oriented than cut 


flower sales. In all cities a majority of potted plant sales occurred during 
the five holidays (table 10). 


On the one hand, foliage plants in the Portland and Sacramento markets 
sold well throughout the year, and increased sales during holidays were only 
marginal. On the other hand, Phoenix sold half of its foliage during the 
holidays with no single holiday clearly dominant. In addition, the data 
indicates that in total there is little correlation between foliage plant 
sales and principal holiday periods. 


Sales by Day of the Week 


Weekend sales of florist crops were clearly dominant for most mass 
merchants in the four cities studied (table 11). Nearly two-thirds of total 


Table 1l--Sales of florist crops by mass merchandisers, by city and day of 
week, 1973/74 


it ° Doll Percent 
day oF Geek phos : 


Oklahoma City: 


EDGY: Palcle stot dbon satel steers! otate, Sarat? 137, g202 23 
OEY Bg cc's 5s aie 6 cheteda ctttels cfs 155,098 26 
PREC A 30s c) eee oie! Sete el She berate ws 89 ,480 bs 
Monday through Thursday ...: 214,751 Piste! 
EA OE av tei < a) sinio eats ee aoe 596,53) 100 
Phoenix: : 
Pepe Mig ists\ ate! oh elc.e@ cis ices 6 0 5 358 ,983 2a 
SACULIAY VP ee. a ede eh aoe: 525,260 33 
SUMGSY As ees hc okine teu ss Roe Os 139 ,606 9 
Monday through Thursday ...: 554,764 1039 
POGee eciia sae ielde se se 3 9's 5 155783613 100 
Portland: : 
BEGOAY Wrists aoe 6 a clan te awe <o 5 716,446 22 
SALULdayTS 12s . AT I GS $235465 23 
BUNGAVEr 02 Pace ag Sen eeMe se 661,030 21 
Monday through Thursday ...: 134008279 _34 
EOCAL. ocot.0 vt weeeeee. 2th 3,201,620 100 
Sacramento; ; 
BELOgy 4 «cls owe oles os ate as 604,496 19 
BHLUTOSY. cvsicihascesccs cass es 892 ,023 28 
ELEY ness ¢ disuaid € 0 sisje s 6's 3 © 445,529 15 
Monday through Thursday ...: M20 23977 an3d: 
TOCAL "a 00 0 Gere wishes abe aie. 08 3,144,625 100 


e 
a a ar a rar ee ee eee Te 
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sales were reported on Friday, Saturday, and Sunday. Saturday was the largest 
single volume day, and it was preceded by.a brisk Friday evening business 
volume. Grocery or general merchandise sales or both were also greatest 
during that period. The Monday. through Thursday period was more important for 
the downtown outlets whose customers are: mostly. workers in local offices. 


Little variation was noted in the daily sales. distribution for the 
individual cities. Approximately half of the reported weekly sales were on 
Friday and Saturday. Sunday sales were scant, because few large-volume firms 
reported Sunday openings. 


In addition, little difference was noted in daily sales distribution 
according to type of outlet. Grocery and general merchandise outlets reported 
strong Saturday sales with Friday nearly as important. 


Methods of Procurement 


Outright purchases was the predominant method of procuring florist 
supplies by mass merchants in the four cities surveyed (table 12). Sixty 
percent of potted flowering plants, 75 percent of foliage, and 94 percent of 
bedding plants were purchased outright. This method was less important for 
cut flowers--about 69 percent were procured through leased agreements, and 
only 30 percent were purchased outright. The reliance of mass merchants upon 
outright purchase procedures was expected; the large proportion of florist 
crops sold through leased operations was not. Only in bedding plant sales 
were leased operations insignificant. Otherwise, leased methods accounted for 
17 percent of foliage sales and ranged: to a high of 69 percent for cut 
flowers. In most cases, the lessee was a local retail florist who ordered and 
maintained the leasor's florist crops in return for a percentage of the gross 
volume. Most merchants indicated that they were quite happy with this 
arrangement but would eventually operate these departments themselves in 2 to 
5 years. 


The consignment method was relatively unimportant to the marketers, except 
for selected crops in the Portland market. Portland was the only city in 
which the consignment method exceeded 10 percent of total procurement. 


Suppliers 


Most mass outlets in the four city market were supplied by growers and 
wholesalers located within a 50-mile radius of the retailer's outlet (table 
13). An exception to this generalization was the cut flower market. The 
immediate suppliers of cut flowers were more than 50 miles away, mainly in 
California. Data are not sufficient to permit differentiation of suppliers as 
wholesalers or growers, but the immediate suppliers" locations were not 


necessarily the same as that of the production source. No attempt was made to 
determine the location of production. 


Mass outlets in Oklahoma City generally purchased cut flowers from 
California with standard mums and roses equally split between local sources 
and California. Phoenix outlets followed patterns similar to those in 
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Table 12--Methods of procuring florist crops used by mass merchandisers, by 
city.and crop, 1973/74 1/ 


City and pees, Saye? Metiodior procurement i, 6. 
oe OME IP Rt as . A 
crop Consignment eased » Total 
: purchase ;: : operation : 
e \ 
Dollars 
Oklahoma City: : 
ULAELOWGLS™ vos e's co's sietorstets 2 NA 0 NA NA 
PEC PCO tetris on ts eet ee onic oe 134,969 1,613 NA 136,582 
PONE ae Ces ee ee eee se §36385064 0 NA 383 ,064 
Bedding A ARCTIC CREE BORO A NE 50,691 (0) @) 50,691 
Phoenix: : 
CUETT TOWELS ses ss wieteiscaderetecetes: 162,090 0 NA 162,090 
Potted RT GENT SE aL eye 6: Ow owilate alee eaten 606,351 O NA 606,351 
PPM E Mercy 6 bik ace wales ole eran 773,918 0 NA JI, 9L8 
Deets Ty eer elaine ew state © ares ofa es : 36,660 0 0 36,660 
Portland: : 
SUL EL OWES a als ec) Sects hes 779,290 0 NA 779,290 
POEL CUr sats c's ws e's Sette arte ae eel et OOo 114,002 NA 1,284,697 
POUL AOS “Cede cas wie terete 517,879 228,002 NA 745,881 
Bedding ..... etorstereretctere Meerokarets Soper) 38,007 0 3914752 
Sacramento: : 
ULE OWES oss ccs ce ess woes 262,980 10,920 NA 273,900 
IROL CO Ustarcrecs «ere Siete cess oe oes 984,369 18,816 NA 1,003,185 
OREO ey le cco 60s exes 3 Srereie etal 5 e0R yOOr 16,800 0 1,309,452 
MEGOAIO Tats cle sig es gis 6:0 Seiehsie arate : 530,184 27,904 0 558,088 
Summary: H 
Cut tlowers J... .2 wate cere 375,209 10,920 829,151 12 15,286 
PGC COL sa tts eles 6 o 6 Seerescse cs L000 ;000 134,431 1,069,360 3,030,515 
POM ORC) gis sae oa 0 aes See eset 285995,048 244,802 573,865 mae PAS 
BN EMCICLANL ra taota tates elaiste sa e.0.6 0.0 4S 971,280 65,911 | 0 1,057 519 8 


1/ Data on leased operations in individual cities combined with outright 
purchase to avoid disclosure of individual businesses. 
NA means not available. 


Oklahoma City. California, Washington, and Arizona (more than 50 miles from 
Phoenix) were the main suppliers. Glads, pompons, and carnations in the 
Sacramento market were purchased from local sources. Mass merchandisers in 
Portland purchased most of their cut flower supplies from sources within 50 
miles. Mums (standard and pompon) and roses were the leading locally supplied 
crops. 
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Nearly three-fifths of the flowering potted plants were acquired locally. 
Poinsettias and azaleas recorded the highest proportion. Distant suppliers 
were geographically more diverse than the cut flower suppliers, but California 
remained the major nonlocal supplier. Lilies and standard mums were the main 
crops supplied by California. Six percent of the poinsettia supply was 


supplied by Texas, and 5 percent of the geranium and lily supply was provided 
by Kansas. 


Mass outlets reported that most foliage plants were provided locally, 
although a third came from California. The adequate local supply precluded 
their having to purchase from distant suppliers, and only large chain outlets 
in isolated instances did so. Approximately 90 percent of the bedding plants 
were supplied locally, except for the Oklahoma City market. A fifth of the 
bedding plants in Oklahoma City came from Kansas. This may be due to the fact 
that Oklahoma City recorded the lowest number of growers in the four city 


market, and that more plentiful supplies were available through wholesalers 
and the Kansas area. 


Receiving 


Delivery patterns and practices in delivering florist crops to mass 
merchandising outlets were influenced by the facilities of the firm and by the 
type of crop. In terms of total volume, 94 percent of the cut flowers were 
delivered by the supplier to a central warehouse from which they were routed 
to the various outlets (table 14). The tendency was less pronounced for 
potted flowering plants, but nevertheless, more than 60 percent of the volume 
was warehoused before final delivery. However, this pattern was reversed for 
foliage and bedding plants; most of these crops were shipped directly to the 
retail outlets. 


Merchants in Phoenix and Oklahoma City warehoused their florist crops more 
than did merchants in the other two cities. These areas had concentrations of 
large grocery, discount, and hardware chainstores, and they relied heavily on 
warehousing facilities. 


Advertising Expenditures 


Mass merchandisers advertised their florist crops in conjunction with 
other merchandise. Food stores usually featured a potted flowering or foliage 
plant in their weekly 2-page spread in the food section. General merchandise 
and variety stores advertised generally in the Friday or Saturday newspapers. 
Respondents to the survey were unable to specify the proportion of total 
advertising expenditures spent on advertising floral products. 


It appears that 98 percent of the advertising of florist crops by mass 
merchandisers is done in regular daily newspapers or newspaper supplements 
(table 15). Minor amounts were spent for advertising on radio, television, 
mailers, and window displays. 


ig 


Table 14--Product value by method of delivery to mass merchandise 
outlet, by city and crop, 1973/74 1/ 


—— ee, 


City and Grower or whe lesaler 





* Direct to ‘Through store > Own tie NP ese rg 
pale be : store i warehouse ; : ee trucker ; Within 50 mile» bshiah 
Dollars 
Oklahoma City: : 
Cut flowers .. : NA NA NA NA NA NA 
Potted ..... : 26,430 88,450 560 44,666 19,460 50,194 
Foliage ....<; : 35,714 180,015 1,680 55,498 38,939 119,612 
Bedding ...... : 14,452 36,239 3,310 1,256 29,296 16,829 
Phoenix: : 
Cut flowers .. : 17,975 144,115 122,250 21,250 17,975 0 
Potted). sé cceis 27 ;SON3 467, 838 148 , 688 268,375 74,600 114,088 
Foliage ..... : 413,760 360,158 275,158 86,875 203,40 208,245 
Bedding ..... : 15,110 21,550 300 0 7,°00 29,160 
Portland: 
Cut flowers .. : 3,950 60,000 1,160 774 1,320. 60,720 
Pot tediece... : 104,436 120,000 8,748 48,273 80,655 60,000 
Foliage .... > 234,185 0 516 23,803 172,609 37,500 
Bedding ..... : 317,907 0 28,476 15,792 2D Ai 22,500 
Sacramento: 3 
Cut flowers... : ‘7,250 243,400 196,560 0 31,500 26,170 
Potted) 20. ic. $7 227,190 124,140 37,038 0 158, 262 245,530 
Foliage ..... : 653,100 192,726 52,408 2,047 401,720 407,802 
Bedding ..... 273,260 54,206 18,344 226 260,898 71,468 





1/ NA means not available. 
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Table 15--Annual advertising expenditures of mass merchandisers for florist 
crops, by type of firm, 1973/74 1/ 


Type of 2 N : ass : ° : 
ews s 
BED OM WOE as eas Mmcdielisie. boss np ee 
Dollars 


Food firms: 


VE Ws (era 4 ga 300 0 0 0 300 

ATC) dieters saints 6 2 5,675 125 0 0 5,800 
General merchan- : 

MOBENasevecasss: 271,445 0 APA TE) 625 277,260 
MERA Geiss kie es eRe es 277,420 £25 5,210 625 283 ,386 


enn a ee | SRR TE ems S 
1/ Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 


at Other includes advertising on television, in programs of 
local clubs, and so forth. 


Pricing Practices 


All mass merchants indicated that a fixed markup over purchase cost was 
used to determine retail prices. The percentage of the markup, however, 
depended on such variables as the type of outlet, city, crop type, and shelf 
life of the crop. 


General merchandisers reported higher markup percentages than the grocery 
outlets. Several factors may account for this--more services to the customer, 
higher fixed costs, lower inventory turnover, or a higher percentage of 
markdowns and throwaways. 


The markup percentages reported in each city vary widely. The range was 
from 32 percent to more than 100 percent, and the norm was approximately 40 
percent. The averages in table 16 also indicate a range of markups for 
various crop types. Informal discussions with retailers revealed that 
different markups were applied for different types of crops. Cut flowers 
received the highest markup--from 38 percent to more than 100 percent. Potted 
flowering and foliage plants averaged about 38 percent. In all cities, except 
Portland, bedding plants were a low markup-high volume item which represented 
a very small percentage of total sales. Discount stores and small grocery 
outlets usually carried bedding plants and could operate profitably on this 
closer margin. 


Although the merchants were mechanical in their application of a standard 
markup, they were quite flexible in their markdown policies. As the florist 
crops deteriorated in quality, managers had considerable latitude in 
determining the adjusted selling price. Few firms indicated that a systematic 
scheme was used to arrive at this price. The wide degree of flexibility had 
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Table 16--Percentage markups used by mass merchandisers for florist crops, by 
city and crop, 1973/74 1/ 


City and : Large $ Small : General ¢ All 
crop : grocery H grocery : merchandise : outlets 
Percent 
Oklahoma City: $ 
Cut flowers ..<..03! NA 0 NA NA 
POUCLEGmrevclgtate ctelereerere 45 31 243 129 
Foliage .iisies vec o. es 30 vay 302 193 
Bedding” sii cie'sclete's: 30 23 38 35 
All. crops: Ya6.6 ceteris a2 31 284 184 
Phoenix: f 
Cut flowers «...}.i5.: 34 0 75 55 
Potted; .°scset steletcusters + 33 0 40 36 
BolLage. . siccwwecrernet 33 0 47 40 
BEdCLNGI « le croteteietety sk a3 0 38 85 
All (CYODS otic cee sletus a3 0 50 42 
Portland: ; 
CUL TEL OW CTS caters ietsie 0’? 41 46 0 4] 
BGU GC oc ciate « gietwjctere «2 36 9 as: 35 
FOULAGC Wa aacie sem 6 eels 20 45 25 23 
Bead Ne. Were wie stalaraiels 25 6 26 33 
ALL CLODS) cts. ages 31 37 27 az 
Sacramento: : 
Cut tlowersiesa. nea. : 38 35 0 38 
POEGC. 6 s:gyalcre sok a0 0's 35 25 40 37 
Foti agers... sectors eetee 35 0 35 35 
Bedditig “Heteieidieiel. stall: 35 0 30 31 
All cropstineitsrakt. di 35 30 34 34 


1/ NA means not available. 


two effects: relatively few firms reported a high percentage of throwaways, 
and comparable products in different stores could be purchased at a wide range 
of prices, although the products may have initially had identical selling 
prices. 


Losses 


Losses of florist crops by mass merchandisers in the four cities were 
surprisingly low. Average losses in excess of 10 percent were expected. 
Losses resulted from initial poor quality upon delivery, improper care by 
store personnel, over-ordering, excessive customer handling, or several other 
causes encountered in mass market outlets. But most firms interviewed 
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reported losses of less than 5 percent, except in Portland where most firms 
reported losses of from 5 to less than 10 percent (table 17). Even these 
losses were considerably less than expected, however, and much lower than 
losses experienced early in the days of mass merchandising. As merchandising 
techniques improve and as mass merchandisers become better informed concerning 
the care and handling of florist crops, it is expected that losses will be 
further reduced below the 5-percent level. 


Table 17--Losses of florist crops (based on total florist crop sales), by 
city and crop 1973/74 


City and : Less than 5 4 5 to less : 10 percent 
crop : percent ; than 10 percent : or more 


Number of firms 


Oklahoma City: 


PIV ELOWCTS ccs ec.cc ees a0.t 1 0 hh 
WE 0 a hace aie 4.4. ai & 01s 0, «0/5 8 4 ps 
ce Oe ees + asian a5. 05.5.2 8 5 2 
CC ee Oh arec 0 & dese. toe, §.2 3 3 2 
Phoenix: : 
SE LONE LS Sows, os enais, 0.8 ye 1 2 2 
POL OCs sia sisleisti rete es e's 4 5) 1 
POLL AGS vie ts. cie cee sce nes 3) 2 0 
BCG MP a talare aha: e,06ie.s,0.0) 0.6 3 iz 0 1 
Portland: : 
Cite OWT ES 6 oo) wie eevee 0 6 5 5 6 # 
CCC Us acetals sci dieleuase,* 4.034) 4 i 3 
BOLI ACC 4.0. <,5. abo, ecieie ss ce ws S 6 2 
BEGIN ga wwww sarees. see 5 ss 3 
Sacramento: : 
Cetera an nuts 0.410,0.2 ZL a 1 
POL deaia's vin 6 o oa o ater dae ate 9 4 1 
PGS CO teeyelaie-erarsissavere iets <0-ors 10 4 1 
BEAGCAUG ve cwce es ste voces ess 8 4 1 


Consumer Services 


On the one hand, traditional florists generally sold a "package" which, in 
addition to the basic floral and foliage material, included accessories, art, 
and services. Mass merchandisers, on the other hand, generally strived for 
high volume, quick turnover rates with minimum service. 
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Table 18--Services provided by mass merchandisers, 1973/74 


:Oklahoma City: Phoenix : Portland : Sacramento 





Service ‘ Firms ‘Outlets Firms Outlets Firms ‘Outlets Firms Outlets 
Number 

Packaging :........ ; 7 56 5 67 3 14 3 13 
Floral Arrangement: 

En-house) o'eeee csies : 1 27 1 10 4 8 5 17 
Take orders .c«ico ° 0 0 0 0 0 0 4 19 
Credit Sales ....6. : 5 9 3 3 4 4 12 29 
Delivery: 

FECGs,. 4:6 s.c% steisriecohe ‘ 0 0 0 0 0 0 2 8 
BOT: LEC ewaks ota exer 0 0 0 0 0 0 0 0 


Display Care: 
Trained clerk in 

in caring for : 

PLANES noc. es «sis ; a 50 6 38 3 10 5 14 
Clerk has special 

training in 


selling “3 : 
Plants... 6.04 0% : 3 48 6 10 3 10 4 16 
Other Services: : 
Branded flowers... : 3 3 3 23 1 I 8 8 
Special care : 
Tabe Ue... dhc.« fierce : 4 75 5 34 4 34 7 40 


Mass merchants in the study, however, offered several consumer services 
which helped to promote sales. The most frequent services cited were credit 
accounts for qualified customers (36 percent of the firms), labels attached to 
the product to promote proper care (30 percent), and special packaging of 
florist crops (27 percent of the firms) (table 18). Credit usually was 
through one of the national credit cards offered by the store. Credit 
generally was not offered by food stores. The labeling and special packaging 
were either furnished by the supplier or done in the warehouse. 


Less than 10 percent of the outlets provided the services associated with 
traditional florists, such as floral arrangements or special orders. Delivery 
of floriculture products was almost nonexistent with only two firms in the 
four cities providing this service. 


Most mass merchants did not hire special clerks with previous training in 
plant care, but they did instruct them once the individuals were hired. And 
most of the outlets had clerks with only limited plant knowledge. This 
conclusion is consistent with the mass merchant's philosophy that plant 
departments should be self-service oriented. 


Portland, the city with the lowest ratio of total services to total 
outlets, had the highest sales volume. Conversely, Oklahoma City, which had 
the highest ratio, had the lowest sales volume. 


Mass Merchants’ Opinions and Observations 


Mass merchandisers in the four cities were asked for their opinions on the 
advantages and disadvantages of selling ornamental crops and for their 
recommendations for improving marketing practices for the floral industry. 
Their replies are summarized in this section. 


Mass merchandisers were generally indifferent to the establishment of 
grades and standards for florist crops (table 19). More than a third of all 


Table 19--Mass merchandisers’ opinions on establishing industry-wide eethe 
standards, by crop, 1973/74 1/ 


7 eotronglys : : : Strongly 
Crop : cee Nf Agree Neutral ; Disagree ¢ Be odae 
; Percent 
Cut flowers .....: Pa 16 43 LZ 2. 
Potted : 
Dat Gees. eee ss pie a2 34 10 2 
Foliage : 
plantS ...sccees ZY 32 34 10 3 
Bedding : 
; ve 26 4l 10 2 


MP AIICS. sce suataie 


ee En a a 


1/ Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 
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respondents said they were neutral or had no opinion. But, more than 20 
percent strongly agreed that grades should be established, and about a third 
suggested grades would be desirable. Less than 15 percent thought that grades 
would not be desirable for florist crops. 


A slightly stronger feeling was expressed about the greater need for 
industry standards for potted flowering plants and foliage plants than for cut 
flowers and bedding plants. Mass merchandisers had more experience in selling 
the first two items, and they could feel the need for grades and standards as 
an aid in buying and selling these products. They generally had less 
experience in selling cut flowers and bedding plants. 


Mass marketers were also asked if they had noted any change in the quality 
of florist crops they had received in the preceding 5 years (table 20). The 
responses varied considerably among the cities and among florist crops. 
However, for all areas and for the four major crop categories, 40 to 50 
percent of the respondents believed crop quality was the same in 1974 as in 
1969. According to 33 to 45 percent, crop quality had been improved, the 
lower percent being for cut flowers. Only a small number of respondents--16 
percent or less--believed crop quality had decreased during the 5 years. 


Table 20--Mass merchandisers" opinions of changes in quality of florist crops 
during 1969-74 1/ 


: Quality was -- 
Crop 
: Increasing : Same $ Decreasing 
: Percent 
CuteLlLOWGTS aultecloc ce ce te 33 51 16 
POCCEGEDLAnTS, sc cc's ses 45 43 uz 
Foliage plants .......: 43 41 16 
Bedding plants *..'.%..: 41 45 14 


1/ Cities are Oklahoma City, Phoenix, Portland, and Sacramento. 


The variation was greater among cities (app. table 15). In Oklahoma City 
and Phoenix, 50 to 90 percent of the respondents believed florist crop quality 
had improved. Respondents in Portland and Sacramento were less sure that 
improvements had been made in quality. 


The mass merchandising firms in the four cities were asked to rate the 
major advantages and disadvantages of selling florist crops. For the four 
cities combined, about 40 percent of the firms rated the increase in store 
traffic as being the major advantage (table 21). The mass merchandisers 
believed that floral and foliage products were not solely impulse items, but 
that these items also helped generate store traffic. Respondents believed 
that customers came to their stores specifically to buy flowers, plants, and 
related items. - 
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Table 21--Mass merchandisers' ratings of the advantages of selling florist 
crops through mass outlets, by type of rating and outlet, 1973/74 


Type of rating : Oklahoma 
and outlet 
Rated first by-- 

Large grocery: : 
Increase traffic ..: 5 
Attractive invest- : 

PSGTLUM so cee a co's side o's 18 
Broader product 

EL TeEMere satis e 3c tee ere 12 
CiLTLG@uib ace ciate o's a's 5. srevare 0 

Small grocery: 
itcrcease trarfic’.’. : 0 
Attractive invest- : 

MS eerste ele oe ate ove dhe s < 18 
Broader product 

RETLORC ce ou ee 6 8 s.0 aigtes | 
POLING Ris cccwies ves Cle: 0 

General merchandise: 
Increase traffic ..: 12 
Attractive invest- : 

TCIM eae cre sac thee 0 
Broader product 
PADGMR «ioc occu e fi a: 18 
UN Slamisattn aces 6 ea es 5 
100 
Rated second by-- 

Large grocery: : 
Increase traffic ..: 6 
Attractive invest- : 

MG@Tiiew cise s sts e s.6 ole + +5 12 
Broader product 

MEU Meise sw cists’ se +5 : 18 
WENeLivet se ose tiaccees 5 0 

Small grocery: : 
inerease traffic... : 12 
Attractive invest- : 

MEM. codes ese clee ss 5 
Broader product 

IDEM Ersicratee eae ec 4 6 e:e Fz 
POILGIE ete a] etaicl oc e. ele ® 6-5 0 

General merchandise: 
Increase traffic ..: 18 
Attractive invest- : 

MLGTECN s)61 s10'6 aera a afd«s : 5 

Broader product 
AA TEEIEE: o:0le sie. 6 0s etek? as 12 
HEIDE Laral suteisls’ e's wie.o aie 6 0 
100 


ore Phoenix 


10 


18 


23 
11 


100 
ym | 


Portland : 


Percent 


19 


19 


100 


16 


be 
15 


23 


100 


Sacramento ‘ 


Pag 


21 


21 


10 


100 


Total 


14 


14 


Oo 


a2 


EL 


10 


100 


100 


Table 22--Mass merchandisers' ratings of the disadvantages of selling florist 
crops through mass outlets, by type of rating and outlet, 1973/74 


Type of rating : Oklahoma : phoenix * Portland *© Sacramento metal: 
and outlet : City r $ : : 
: Percent 


Rated first by-- 


Large grocery: : 
Product requires $ 


special care .s...: 18 40 27 6 20 
Lack of trained $ 
Management ....2.0: 12 0 13 0 7 


OtHGr se cave cae sucess 6 20 0 13 9 
Small grocery: : 
Product requires 
special care .....: 24 0 8 6 16 
Lack of trained 
Management .....63 
Limited supply ....: 
General merchandise: 
Product requires : 
special Care sess; 28 30 8 50 32 
Lack of trained 


a oO 
o 
ies) 
Wo 
oO 

nN © 


Management .....e.: 6 0 17 25 9 
Limited supply ....: 0 10 0 0 2 
Limited market ....: 0 0 0 0 2 
OLD Cissus oie steisls a siete 0 0 0 0 1 

PL Odcerl were ate sielarsieuste ate 100 100 100 100 100 

Rated second by-- $ 
Large grocery: 
Product requires i 

Special care ss.s0s 19 0 17 17 15 
Lack of trained 

Management .......: | 20 17 0 13 
OLN Chie fos cists cle wire ss 0 20 0 0 3 

Small grocery: : 
Product requires H 

special” care ...+ o's 0 0 8 0 3 
Lack of trained 

Management .e.eeee’ bi 0 33 17 29 
Limited supply ....: 0 0 0 0 0 

General merchandise: 
Product requires 

special care .... +: te 20 8 16 8 
Lack of trained 

Management .......: 25 20 b7 50 25 
Limited supply ....: 0 0 0 0 0 
Limited market ....: 6 20 0 0 5 
ET GF o15 a slg svete oie eiets 0 0 0 0 0 

POC at octets! stoisscoceteers 100 100 100 100 100 


e 
e 
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Two other advantages of handling florist crops were "attractive return on 
investment" and "broader product base." Return on investment was rated first 
by 30 percent of the respondents and second by an additional 25 percent. 
"Broader product base" was rated second by slightly less than half. These 


were probably the firms which reported that their customers had asked for 
florist crops. 


Most of the respondents (68 percent) considered the special care involved 
in handling florist crops to be a major disadvantage (table 22). Another 
major disadvantage to nearly a third of them was the lack of adequately 


trained management personnel to supervise the care and handling of florist 
crops in the store. 


The fruit and vegetable industry has recognized this urgent need for 
trained personnel in selling florist crops. The two major associations--the 
Produce Marketing Association and the United Fresh Fruit and Vegetable 
Association--have taken the lead in organizing floral divisions within the 
Associations, organizing symposia and workshops, and regularly issuing plant 
identification and care instructions. 


CONCLUSIONS 


Results of this study indicate that in 1973/74 mass merchandisers were 
bullish about marketing florist crops, and they looked forward to continued 
growth in the years ahead. As in most new enterprises, several problems had 
been encountered. These problems included: 


-- Lack of information on the identification and care of plants. 
-- Lack of trained personnel for selling florist crops. 
-- .Some problems with the quality of plants received. 


-- Minor problems with transporting and warehousing these perishable 
commodities. . 


Plant identification and care labels are a primary need of mass 
merchandisers. Space for prices on these labels would be advantageous’, since 
mass merchandisers considered that price labeling was essential for all items. 


‘The survey also indicated that the mass market is a complementary market 
rather than a competitive market with the traditional retail florists. 
Consumers welcome the opportunity to purchase foliage and potted plants and 
accessories at convenient locations. But they will continue to patronize the 
traditional florist for special occasion and gift items. 
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Appendix table 5--Retail sales of florist crops, by type of outlet and crop, 
Oklahoma City 


3 1971/72 : 1973/74 


Type of outlet 


Retail - Retail 
and crop 
: sales : sales 
: Dollars Percent Dollars Percent 
Retail florist, retail : . 
growers and retail sales $ 
of wholesalers: : 
CutrEtowers. 1... payin enane 783,714 50 854,509 48 
Potted: plants: ...s.2s.e0008 4544404 29 488,187 28 
Foliage plants ......sceee3 202,061 13 277,954 16 
Bedding plants: : 
FIGWETIRG chica kh noe es es bee 115,883 L 126,953 7 
Vegetable ..scweeeecsccee’ 23,167 od 24,703 ell 
TOtAL ss siens oo 0banreere ses. 149795229 100 1, 7725206 100 
Mass outlets: : 
Gut Flowers) vs. yobs nee 23s 1/ NA NA NA NA 
Potted: plants: ..+.0epeeseas 105,977 32 162,776 27 
Foliage: plants é4++s:0000203 191,984 59 383,064 64 
Bedding plants: : 
PLOWOPANG? A ss 03.5 views ejens * 10,372 3 22,388 4 
Vegetable .scceceececcece’ 17,040 nie) 28, 303 2 
TOCEL Uses +00 paid aisle aitaeet 3255373 100 596,531 100 
Total: : 
Gut LlOWETES .ck beh oe Sad 783,714 4l 854,509 38. 
Potted plants . «ss ss00 sah = 560,381 29 650 , 863 27 
Foliage: plants: 1<h.s%canwciee 394,094 21 661,018 28 
Bedding plants: : 
PLOWELAING Eh occ csi ecs sce 126,205 7 149 ,341 6 
Vegetable: sn «cw > obi bipe.s 40,208 ee 53,006 aoe 
TOCAL Ms obs soe s44 esis ssa LE OUAs Ole 100 2,368, 737 100 


1/ Sales of cut flowers were combined with sales of potted plants to avoid 
disclosing individual business information. 
NA means not available. 
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Appendix table 6--Retail Sales of florist crops, by type of outlet and GLop, 








Phoenix 
¢ 1971/72 1973/74 
type we gcuctet : Retail ; Retail 
and crop : sales : sales 
: Dollars Percent Dollars Percent 
Retail florist, retail : 
growers and retail sales 
of wholesalers: $ 
Cute rowers ©t) 2. fe}. coe? 625,529 66.8 LA 2 OAT 6647 
POtCCed OLSnce conc acest fi 2 153,199 LEs3 166,043 14.3 
Folrage*plants’ :: 6. . ered 132,959 Lae 188,708 bows 
Bedding plants: 3 
PAOMGEING oc lett ae oll od 12,190 3 13,934 ce 
pereranle ... ci ceen oe . 13,065 14:4 174534 ro 
ROC Mea ple wisieia ce eice cack 936,942 100.0 1,158,866 100.0 
Mass outlets: : 
Cut flowers ...ss ot IS a 50,385 17.9 162,090 10% 
POLCEd DIAnts .samstkesel ct 114 954 40.6 606,351 38.4 
POULPAGESOLANES occccenccce’ 103,858 3639 pide heats ee 49.0 
Bedding plants: : 
PIOWCLING oe steer Ree 6 08 7,010 eS 16,800 Nea | 
WEGGLED LG. goa smeas Fae ck ost 2,930 Ol 19 ,560 ie 
DOERLR a ikisehus oe esc « viens Fhe ef iW | 100.0 Po7O,0Ls 100.0 
Total: : 
CULE LOWES 2. et ie AAs eitea's 675,914 5595 9343737 34.1 
POCLeC plants .vics. padre osc? 267,753 21.9 772,394 2602 
POULUPC OLANES) «2%. cccs ko k! 236,817 19.4 962,626 3 ere 
Bedding plants: : 
PiOmariie. » ose ils Ghee. ee 19,200 Bol 30,734 lage 
VECCumBI EC! oso tree eee we ct 13,995 1.6 37,394 1.4 
DACHEP NG Case Ses ak ee st Ls 210,079 100.0 eT OT Seo 100.0 
£2 
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Appendix table 7--Retail sales of florist crops, by type of outlet and crop, 





Portland 
: 1971/72 : 1973/74 
PPS et OUEEEE : Retail : Retail 
SE nAoe : sales : sales 
: Dollars Percent Dollars Percent 
Retail florist, retail : 
growers and retail sales 
of wholesalers: : 
Cut *Ellowers «0.6 asics o.0iers orett 852,422 56 1,180,803 59 
PdthedWHLANES «decid dese cct 390,536 26 479,820 24 
Foliage tplants Gelade, ctsisleree 0.08 228,166 16 307,440 15 
Bedding plants: : 
FLOWE LING sass esse core ne’s 13.,777 1 25,163 1 
Vegetable ..scccceceeseeed 10,557 BA51: 23,006 week 
TOCA «6.4.0 ccersioetete alele-siess-3! ALIBI F458 100 2,016,232 100 
Mass outlets: : 
Cut SELOW] MS <6 6is, 61658 6 66,6 Hee 284,219 22 779.5290 24 
Potted ep Lants « <iea@. cise. d o:0i8 556,120 42 1,284,697 40 
Foliagerp ants aA psa 6.008 278,187 21 745,881 23 
Bedding plants: : 
BPLOWGEING vs acess 800-0000 ie S reper 138,599 10 235,020 8 
Vegetable ...ceseceeeseee? 63,524 Wee) L507 7o2 eens) 
TOtOL «<.2:cs nema s@ipiceicccet ULB2Roa9 100 3,201,620 100 
Total: $ 
Cut TELOWETS escestcccwejane? hylB63641 40 1,960,093 38 
Potted iplants «<.ceqeahe desist 946,656 34 1,764,517 34 
Foliage splants «(a6 638 cc:6<8 506,353 18 17053 5321 20 
Bedding plants: : 
PROWSEANG n:6.5-crtidcersiawlesodose dis 152,376 5 260,183 5 
WE SSECED Le :cicisreeyaiere Ge. o:d-0. 088 74,081 25) 179 ,738 a 
BOGAN 6 decide aOhgddens.c8t 22 FObOCLO7 100 get TP S852Z 100 


Appendix table 8--Retail sales of florist crops, by type of outlet and crop, 





Sacramento 
1971/72 : 1973/74 
Oy ES Retail x Retail 
and crop 
; sales : sales 
Dollars Percent Dollars Percent 
Retail florist, retail array iy 
growers and retail sales 
of wholesalers: : 
CMIE ES LOWETS 5.6 os 0.05 6 sacs 468,479 28.2 496,200 200 
POMECGBDILANTS §. as csc sis 6 ev : 258,111 P52. 290,567 15.1 
POARASS PLANTS 60s és sae ot 928,173 Doe? byi25,900 58.6 
Bedding plants: : 
PAOWEL ING Peers or: fees we <8 4,668 ie 6,946 alt 
MERE EED LE Ts « afta 0 sso sc 0.8 2,018 ad 2,504 it 
Ot IN, fod oc late € 0's +.4)0 s\e o/e : 1,661,449 100.0 922 5 bi 100.0 
Mass outlets: : 
CUGEGUCWErStarant eke, «+ a's sate 1/ NA NA 273,900 8.7 
POGLEGNDIANTS sc octe ce dsee as 245,398 41.1 1,003,185 io 
POT age Plante 2.06 s0 sees : 193,453 32.4 1,309 ,452 Pn WAG 
Bedding plants: : 
PC ESL OURS 6c s. ae 60.5 0 6» 00s 8 86,465 14.5 285,099 9.0 
Vegeta Ve tres cc sce s vowed Pie ots Wee. 272,989 Siac, 
RCAL We seerecthecteecle: sie cvergneSehe 596,689 100.0 3,144,625 100.0 
Total: ; 
BPEL RECICE T'S) es) 6a 6)6.0 00s oe 0 ed 468,479 fA Ob ST 7207, 100 '5.2 
POGCEG GOLANECD ive sc sake ces 503,509 Z2en a8 293.5 75:2 220 
Por ace planes faa,% .... Seee5 11, 1205626 ODT. 2455 ss 32 48.1 
Bedding plants: : 
Peeve E, a sven es 00 vicina 3's 9,133 4.0 292,045 5.8 
ee Pe cis seals ora pa oss Tay a9k Sy 275,993 ie 
DROORIEO OM He taatissesecsstees 25299,138 100.0 5,066,742 100.0 


1/ NA means not available. 
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Appendix table 9--Supplier sales of florist crops, by city, year, and type of customer 








: ; Retailer : ° Mass ; 
oe yee . : * Wholesaler * merchan- *~ Total 
of customer : oon * Other ; ; aivera : 
Dollars 
Oklahoma City: 
1971/72 
Grower and grower 5 
wholesaler .......¢. ates tO. 200 137,791 84,490 29,470 390,001 
Wholesial Grierson A ROICKE O 1,796,764 8,940 237,904 2,043,608 
Total odes ie des ee eeieeane < 1385250 F934 5555 93,430 267,374 2,433,609 
1973/74 = 
Grower and grower : : 
WHOLEGS ALOT etette ees eerereiieres ale, DOO 206,032 123,855 62,222 513,609 
Wholesaler> ci scietenclc es dele « s O 1,723,324 6,964 301,935 2,032,223 
MOSAN soo O5.G0000 0628 ODS dice : 121,500 1,929,356 130,819 364,157 2,545, 832 
Phoenix: 2 
ISTEP R2 f 
Grower and grower : 
WHOMES allerme c ste'se ele eistete «scm Ls DOU) 0 1,447 0 73,007 
Wholles al eras aisist le 6 ae enntelerert O 1,076,134 9,973 63 , 893 1,150,000 
Total@ree ec dcacce se come meee 87s 00 F076, 134 11,420 63,893 1,223,007 
1973/74 ; 
Grower and grower : 
wholesalieres co cists oie dete s etme OG's LOO 0 3,812 0 71,971 
Whoilesiall Griereretctele cise e/etciotersl ets QO 1,272,767 11,246 117,987 1,402,000 
TOCA ccc cmsleemoeecerace: OCR OO mele iaiOl 15,058 117,987 1,473,971 
Portland: : 
1971/72 : 


Grower and grower : 
WINOMeDeNl Ee: co como ouooooonde 9 Maigeiute 740,270 678,061 507,199 2,022,438 
Wholesaler ....... SEGGOOGGL 0 947,656 30 ,000 90,000 1,067,656 
TOtal wroteon) sieleicic sles seins 1) VOs9 OG mls 067,920 708,061 597,199 3,090,094 
1973/74 : : 
Grower and grower 3 
WHOMES ACT mmarcelscete er etelele sisme aa oe 905,153 954,454 677,226 2,668,065 


Wholesaler (aes letsisis oleic eis as O 1,211,784 70 ,000 35,000 1,316,784 
LOA Wea aise cee: oterete te snen) Lol, 2352) 2,116,937 0245454 712,226 3,984, 849 
Sacramento: : 
1971/72 2 
Grower and grower : 
WiTOMESaWEr eeaegie cles aloes tes 0 0 0 0 0 
WhoWesal'e rots alecaketetr cco cerctelerens 0 465,000 0 0 465,000 
TO Pally tetsteeebere ete re cca er orchens 0 465,000 0 0 465,000 
1973/74 : 
Grower and grower $ 
WhoLesalernens cies cheese ot 0 0 0 0 0 
Wholesaler ...... eUsisiorr aieiece oc 0 459,750 ae) 21,250 481,000 
LO Ca tte stehers) sect snats Raspes iets aes 0 459,750 0 21,250 481,000 
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Appendix table 14--Mass merchants’ opinions on establishing industry-wide 
grade standards, by city and crops, 1973/74 


S.CrOne cy aes : Strongly 


City and crop : Agree : Neutral * Disagree 


APagree : : : : disagree 
: Percent 
Oklahoma City: 
Cut flowers ..¥: 29 14 57 0 0 
POCO sv eae cs te LZ. 75 L230 0 0 
POMLAGC: wees ett 12.5 75 iZeD 0 0 
BEGGIN. set's te OS 8 Sh, ao 0 0 
Phoenix: : 
Cut flowers ¢o7: 1 8 69 8 0 
BOC CCG wee sis oo scat 15 8 69 8 0 
POULAZG Sess e ot 15 8 69 8 0 
BEGGENE 5 cs cs st a) 8 69 8 0 
Portland: : 
Cuter lowers: 1.1.2 31 8 23 38 0 
POLTCG  cieskecsct * 27 13 27 33 0 
POLLOPC Wem s sce 6 Dae | 13 27 33 0 
BEGGING svasce ees 27 13 Zt 33 0. 
Sacramento: : 
Cut flowers -...* 3} 31 31 0 7 
POLCLCU mays ss «ss 29 29 36 0 6 
UOEDTSSCL. s+ 8.e.0.0 2 28 28 33 0 11 
DEO GIUS te <a> 6 v.03 28 28 38 0 6 


Appendix table 15--Mass merchants' opinions on quality of florist crops 
during 1969-74, by city 


Nature of reported impact 


‘ Gisy : Increasing $ Same : Decreasing _ 
3 Percent 
Oklahoma City: : 
Gut flawexe .o.0.0:0.0% 50 50 0 
Pocted Answers 58 42 0 
Foliage fs o/b.0.0:. 00-08 42 42 16 
BeOdd1 N97 inate. «., peptencrart 67 35 
Phoenix: H 
Cut LLOWETS: .o,0,0:¢,0:0:8 75 12.5 LAA 
POC@CEG ., o succtetecacsunenbie " Qi 8 0 
PODDT ASC | 5 6 eleie: c0rsneuare 92 8 0 
Bedi Ne oo dics: c.0escsais 78 22 0 
Portland: $ “ 
Gut flowers «0% 19 \ 69 I 
POECCH “isjareies-c1s-aiasekt 25 56 19 
PO1 agers. deveer aie srscolt 33 \ 47 20 
Hedding |. cetese che 0. acsit 29 es 21 
Sacramento: : { 
Cut SELOWO LS “eiciecn:6, 0/2 24 (52 24 
Potted: \.hecis bh o.clee c.i2 21 58 yal 
Palaaee: 4... fete crepense at 21 58 21 
BEGGIN 7... <b ssle wae 24 64 ied 
hh 
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